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Abstract 
In the 21st century, social has changed rapidly. People always sense time is run 
faster than the past. In order to make consumers feel more convenient, each country 
has 24-hour convenience stores. Also in Thailand, the most popular 24-hour 
convenience store named 7-ELEVEN, which its branches are located nationwide, 
resulting Thailand is ranked the third place in the world for having most 7-ELEVEN 
branches. 7-ELEVEN consumers are various, whether is male or female, and how old 
they are from kids to elder. Therefore, we would like to comprehend 4Cs marketing 
strategy that effects or influences consumer behavior. Moreover, we want to know if 
consumers are in different sexes, ages, educations and careers, they would have an 
impact on consumer behavior more or less. 
To do so, four processes are conducted; firstly, using the questionnaire to collect 
information and data; secondly, applying statistic solution for analyze their correlation 
which is significant or not; thirdly, setting the hypothesis; then finally, using the SPSS 
V.22 for the hypothesis testing. 
We can summary that most of 7-ELEVEN consumers are students and office 
employees. The best selling products in the store are beverage and instant food. The 
reason why consumers choose 7-ELEVEN is because of its convenience. The result of 
hypothesis testing shows that if consumers are in different ages, educations and 
careers, they effect consumers’ purchasing. As well as, if consumers are in different 
sexes, ages, and educations, they effect consumers’ shopping cause. At last, all 7-
ELEVEN 4Cs strategies are effect consumer behavior. The most profound impact is 
communication and consumer’s cost. 
 
Keywords: 4Cs marketing strategy; Consumer behavior 
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̖]ǵɏ ++ ͡·ʜζ˸^
jvfhdc0fhN\
fhdc
ɌȩƍǴȞϟˎ× 
 ' 1 ) ˎʕΉ̪ˎÁǡĿʕΉ̪͎ˎȧȐΧ͎ç
ɘ˜˯fʫĳΰΡ̈́φͼɜˎȮʇf˜˯¡ˎ˓×ǞĿƦǁfƎǻʕΉ̪Ǵ͢
ĩˎʕΉ·Ŋ̅	̫ 
 ' 1 ) ˎġƞÈæ̈́φƿͤ^Ɍ˜˯ˎÜƆ͕Ɇi
• ˜˯ʕΉ̪ŏ 
 ' 1 ) ·ʴˎ͎j
• ˜˯į̈́φŊ̅uʕΉ̪ŏ g ' 1 ) ˎ·ʴ͎Ɇǜɣˎ˓××̄j
																																								 																				 	
2 Wikipedia̢i7-ELEVENĖī lEM/01mi https://zh.wikipedia.org/wiki/7-Eleven	
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• ƑʕΉ̪ȌʬǞðfƵЉfŸĖĿ̬yΧ͎ḉfçɘΦḉƍʕΉ
̪ŏ 
 ' 1 ) ˎ·ʴ͎Ɇǜɣˎǌł^
fhN\
ɌȩƑλ˃żǞçɘĿżοçɘ{˧çɘȮʇΧ͎çɘiżǞçɘ˜˯ʇ
͕ȸƍ̈́φ K ʿͨĿʕΉ̪͎Χ͎çɘjżοçɘ˜˯ʇ͕ȸλ˃ό
ĕͼɜˎȮʇfƑġȠĿŉȞˎόĕɣɌÁǡ·˜˯ȧȐfƶï˃ .+..
1 ̘͠Κ¢ƍȧȐΧ͎̘͠uçɘ^Ƒçɘˎ̔əǘφʿͨĿʕΉ̪͎
˓̭̄fǒñɌ˜˯ˎξ͕˜˯̔ͨ^
jvfhYVnT
Ɍ˜˯͕˄ s˳̏ǭi
˷n˳ͨ̚ιçj͕̒˜˯ˎ̰ȼ]ίϳĘŊ]˜˯ˑˎ]˜˯Ȯʇf
 ĝȂĺ˜˯ɧɚ^Ɍ˳ȸÏ͜ɌȩˎɭáfÝɰ͜ 
 ' 1 ) ˎʶǛ^
ħŢȘæɌȩˎ˜˯ˑˎfɌ˜˯͕ǧ͜ 
 ' 1 ) ˎǌłŊ̅ǌłʕΉ̪
·ʴ͎ˎ^
˷˳
 ' 1 ) ͎yɭáu˓×ʿͨŉϮj̈́φ K ʿͨfʕΉ͎˓
×ʿͨ^̱ȵˌ̈́φˎ K ʿͨĿʕΉ̪͎fɌǴ̩Ƌˎƫőͼ˜Ȯ
ǂfȘ¼ KʿͨuʕΉ̪͎	ȓș¡ˎǝ̜̕ɌȩŜùǩ^
˷q̪ƫőͼɜj͕̒ͼɜȮǂ]˜˯ƤÚ]όĕͩ͠ĝ˜˯Ȯʇ^
Ɍ˳ǴͽñͼɜâŠfȸɆÏͩ͠όĕ^Ɍ˜˯ˎόĕÖɆqιçfɆ|Á
ǡ̈́φ K Ŋ̅ĿʕΉ̪͎fʫĳº˃̘͠ȖȫɔçɘȧȐ^
˷ň˳ȧȐçɘjǽǴȞϟˎȧȐ˃ .+..Κ¢ɔçɘfƶɪЂɌ˜˯ˎ
Æͩȸĵǭ˰^Ɍ˳ȸλ˃ .+...L9LAKLA;9D+9;C9?=>GJL@=.G;A9D
.;A=F;=Κ¢ɔçɘˎfɆ|ÁǡˎȗΫǞ̘͠çɘf̈́φŊ̅ˎȗΫǞ̘
͠çɘfʕΉ̪͎ˎȗΫǞ̘͠çɘĿÆͩɪЂ^
˷˳iǟ̔]ƿͤĝķˢ̔İçɘ̔əĿɪЂ̔əɔǟ̔Ɍ˜˯ˎ̔
ͨfƶȐɶȘænƿͤ^
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4	
jiM_-e%`}3
jvwkbe%`}
=6wczD
ŏ  x̋ˎɄíĆƵȴώνfÓōˎ¦yκϨǏŦˎȍǰ^ɼŮ̓ʑ
Ēɏfʊōπ͍Ēɏf̲ʫʦƄfɀǑ˸^ rόϳκǌł¦yǖϭϨƍˎ
ξ͕όϳf̱ťşʿόϳfǮ¡͕ŉŨ˕̲Ƨˎƫőϣʀfĩ ͷƫő̈́
φǺʢ˗Ćçξ͕ˎ̹͛^ŮəʄɆΔťˎŁϣʀǯ̪Ɉúϣʀɔ˂ïʘ
ˎͲfη΂úfπ͍fΣ̈́f«͠ĿÙyúø̱κƑĤǒɽȱǩ^ĩ 
ͷƫő̈́φƍǴɆˎƫőÚɆǏŦˎǌł^
ƫő̈́φˎ·˃ȸǏƇƷˎfĩ ͷƫő̈́φ̱ǌłȨ|ˤ«^ŮəɆn
|ȭŁf̱́ǒʕΉ̪͢ĩfκ͕ǽƫő̈́φÈˎɁ~Ɗft˾ȸƷĺf
ªǦʎûκ͕Ǐæ̹fΦȸ̈́φĻɄξ͕ˎ¤ú^¡͕ìδǞŐȘĈ̲Ƨ
ˎŁĿɈú^ǭøˎ̈́φʎûĩ ƯɔŁĿɈúˎʵǞfìδȭˎƫő
ɏ«^Ŋɶfǭøˎ̈́φʎûĩ º¦yɁ˪ɖǿÒñˤ«΃¤ʎû}Ě^
wflo
̈́φͼ˜ˎ·˃ȸ˃ɔͼ˜ʕΉ̪ˎϣʀĿͬ£^į|ōƅˎʕΉ̪κɆ
tıÇŭfȩătıƯɔtıˎϣʀfǴ ̱ť͜ʕΉ̪ˎϣ͕f̈́
φĻ͕Χ͎ƫőͼ˜fŁÇŭʐͰfŐąφńϰʐǯƷĺȣəͬ£^ΰΡ
ƫő̈́δˎˎ·˃ºǒǮ¡ɁʙÒĿ͜ʕΉ̪ˎǛƽĿʕΉ̪·ʴ͎^Ů
əƫőͼ˜ˎ̔əͣʕΉ̪tʠǩǮ¡Ɨĩ ˰óşʿfͣʕΉ̪͢ıˎfƗ
ȝȊĿÀȊɟâ^Ůµͬ£ƫő}ˎ̈́φȣəfǴ͗Ƌˎ̔əƍ̈́φĻÚ
Ɇµ˧ǩ˸Ș¼ͮȫÁǡ^

																																								 																				 	3	3,%		 2 	;  /'	. 14$>M?:!
$+;2012<4-5	43,%		 2 	;  /'	. 14$>M?:!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deƫőƫő˜˯ͼ˜ˎ·˃ĝǩ
Áǡȴˎ̈́φʻśĿuɶ˓ƍƺˎƫő̈́φǰˊġ˂ǏŦˎĤăf̈́
φʻśĿʕΉ̪ϣʀˎţĤǞfº˲͘ë˄ĘɔˎXŦЅĮƓЅYĤǭXǙ
ЅĮǬЅY^ Ŋɶ̱ÀͫŁĿɈúˎɟâĿĩϧǞf̈́φĻ͕ΰΡƫőͼ˜
ɔÀͫʕΉ̪ˎϣʀĿɌÔĭˎ̈́φȸ̘nˎfΦɣǶȸ̈́φͼ˜ˎˑˎ^
̦ō̈́φŸ«ʿ«ΰΡˎƫő˜˯fżƫő˜˯ͼ˜iƫő˜˯ͼ
˜d(9JC=LAF?J=K=9J;@eȸ̈́φ̪ΰΡÁǡƑʕΉ̪fϮƁĿÔ©̭̄ŏn
Ώˎn˧̬̱^ƫő˜˯ͼ˜ȸ́ǒʕΉ̪Áǡ^ɼŮf¡ˎʠǩƽf
Çŭ˸^ΰΡΦÁǡf̈́φĻĩ ȟΧƍʕΉ̪ˎ͜^Ϛ͜ʕΉ̪f
ƫőͼ˜ºǒ̈́φĻʿ͜ɌÔĭˎȨ|Ρˬ}ɆŃŐȮtΔfĿƍʕΉ
̪ˎtʠɆǴ͜^Ǵ fĩ ͷƫőͼ˜ˎ·˃ºǒ̈́φĻʙÒ͜ʕΉ
̪ˎϣʀĿʿ͜ɌÔĭˎ̈́φŊ̅^
n̶ɔͷfƫőͼ˜ȸλ˃˨ŸˎȮʇĿİήˎǵɹfɼȮͷf̘̄ˎç
ɘĿȂĺɆ×ÁǡfɌȩλ˃όĕˎȮǂfº˃̘͠ˎȮʇɔçɘʕΉ̪ˎ
͎^ƫő˜˯ͼ˜ƺǉȸ˨ŸˎfýöȘ¼ĠȷƁ͗ſˎâˠÁǡfΦƶ
tĵ͢ƫő˜˯ͼ˜ˎȮȮϨϨfƖÙȸ̺ɍˎnϨf̫ȸǇͼŏΧ͎ƫő˜
˯ͼ˜ȴǖϭÈñÔɵfƁ͗Ŀͱſ^
de̈́φͼ˜ˎˑˎ
̈́φͼ˜ˎˑˎd+MJHGK=G>(9JC=LAF?J=K=9J;@eȸ̱ťǽ̈́φ˺ˊˎ
ÁǡĿʕΉ̪ˎϣʀ̭̄Ώɔ^Ϝ˗xˈĤăùǙf˲ƍǵΑɔΑʥʩf
̈́φĻ͕ìδȭˎ̈́φ˺ˊ^̱ťʠΔʕΉ̪ϣʀ^̈́φͼ˜ƶtĨȸ
żɊȞϟʕΉ̪ˎÁǡfΥ͕żɊȞϟçφʜζǭĻfĻƤĿʻśˎÁǡf
Ăȉ˲ƍǵˎÁǡ^ǉʫfǴɆˎͼ˜κȸɁŭŐʠΔʕΉ̪ˎϣ͕^
jvw  e%`}
 w`}
Ƶ	̦ōÿʵɇρƍ+ŷŏˎόϳȘæK̈́φʿͨfŊɶ +
																																								 																				 	5	".   *- )>M?..
$+;2012=4	6	6 C	.   *	. 6$[M]..
$+;2011=6	
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 ' 1 ) ˎ̈́φŊ̅ǌłʕΉ̪·͎˜˯
6	
ȸ ̈́φ˺ˊƏĴf°ȸ  ȸ ʕΉ̪ƏĴ^ŊɶɌ˜˯ˎˑɟ
͜ʕΉ̪ˎ͎fǴ λ˃ K ʿͨ^K ʿͨȸǇͼ Ɓǳʠǩƽ˷n
ˎƁǳϣʀ]ýöϘ²Ɓǳˎ·ǭɌ]ȘЄƁǳˎ¾ïǞ]uƁǳɆȣˎʃ
ΰň|ȮϨ^K ʿͨ}Șñˎ	ʕΉ̪GFKME=J]ǭɌGKL]¾ï
GFN=FA=F;=ĿʃΰGEEMFA;9LAGFκ«ƍʕΉ̪·ʴˎ͎ɆǏŦˎǌ
ł^Ɍ˳ˎϳˑȸ˜˯ K ʿͨȸĵǌłʕΉ̪·ʴ͎fǮ¡ɔÚ´ϐ
μ Kˎʿͨ^
dne ʕΉ̪dGFKME=Je
ʕΉ̪ˎKʿͨͦˎȸʕΉ̪ˎϣʀuǫɉf̈́φĻ͕ìδȭˎȮʇɔ
ʠΔʕΉϣʀf­Ẹ̏ЀȬʌd:J9@9E(9KDGOfeȸûɏϱŗɄξ͕
ˎ˜˯̪nf͢fŏɌΆrϣʀȸçƜɰˎfƶwĨɆǉ|Λ²Ɯɰ
ˎϣʀǒñʠΔȴfΛЄƜɰˎϣʀǶ̱˖ɵǒñʠΔ^ЀȬʌȋæ́˄
|Ɯɰˎϣʀ^


ŎЀȬʌϣʀƜɰ
ΊȪɔʟi̤ɕ Đʵ̀ʵfƫő̈́φŸl(mĄi̓ʑ˾ʿæʲˤf
																																								 																				 	
7ßȤ(Ôĭ̷˃ɞʅɏŠ¢̈́φ˺ˊ˜˯67ęϊŦŸ	
 	
˂ʿ 	
϶ʴfɿfʝȿ˸	
źÓ 	
źÓǪfÀȁ	
ˤ 	
Ğ;f͢ĩfǈƟǪ	
	
ƒξ 	
̲ƒfˎƒξf		
ǭƗǪfΌ͟	
̲Ǯſʼ 	
ʣ̱ˎſʼ	
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ЀȬʌ͢́ϾÏȸ͕ʠΔ˂ʿˎϣʀfρƍ
 ' 1 )ˎŁɔͷfκ
ȸĩʠΔʕΉ̪ˎ˂ʿϣʀf
 ' 1 )ˎŁŦιçȸ϶ʴˎ^ĩ ͢

 ' 1 )ĩ ʠΔɄŘɌˎʕΉϣʀ^ϚʠΔʕΉ̪ϣʀf̈́φĻΥ͕ºʕ
Ή̪ǪñǨǙfŮəʕΉ̪ĜʠΔĜǨǙˎͲfΦɣǶ̱Χ͎ξš·ʴfΥĩ
 ̕¡ɇĞȖ̿Ǯ¡ˎŁĿɈú^
deǭɌGKL
ʕΉ̪ǴǫǩȝŐǭɌȸǏξ͕ˎŊ̅fʕΉ̪ǭɌȸȋƁǳ͕Ɇ̲
Ƨˎ£ɦǫɉft˾ȸ΅ƪǭɌĿϦ΅ƪǭɌκȸʕΉ̪ˎǟǭɌ^n̶ɔͷ
ʕΉ̪·ʴȴɄƮɉį˧ŁϘñɄ²f°ȸɈúȸɄŭˎfʫ̫	tıƁǳˎ
ǫǭɌĿ£ɦtı	¡ŏ·Łȴˎ×ʉʨtı^ɔě̩ʕΉ̪ƍ£
ɦˎɊɉˎɭǚ
de£ɦɊɉ
Đʵ΋ʵdeŏ_Ɓǳ×͕̄̂`n}fϾɰƍ£ÄɊɉˎɭǚΧ
͎̒i


Ŏ £ÄɊɉ
ΊȪɔʟi̤ɕ Đʵ̀ʵfƫő̈́φŸl(mĄi̓ʑ˾ʿæʲˤf
																																								 																				 	
8̤ɕĐʵ̀ʵfƫő̈́φŸl(mĄi̓ʑ˾ʿæʲˤf 
9ßȤ(Ôĭ̷˃ɞʅɏŠ¢̈́φ˺ˊ˜˯67ęϊŦŸ	 	
ƍǞ£ɼn̴Ǟˎ͢
ͭ	
ƍϣʀˎͭ͢	
ƍ ô̓Ђˎͭ͢	
ĩǒñˎΊʟ	
·	

ſʼ£Ä	

͢˙ˎ£Ä	
ƍƫőˎͭ͢	
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